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Summer and Fall 2026

Summer 2026 Fall 2026
Total Summer HEADCOUNT Down Total Fal HEADCOUNT Down
l 0.78% from last Summer l0.07% from last Fall
Summer CREDIT FTES Up Fall CREDIT FTES Up

| 5.00% from last Summer | 2.42% from last Fall

Summer NON-RESIDENT FTES Down Fall NON-RESIDENT FTES Down

l, 10.44% from last Summer »LS-O | % from last Fall
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International (F1 Visa) Student Challenges

New DHS Ruling Mitigation Efforts

Communications Plan

« From Open Ended to Fixed Admission
Period

« Maximum of 4 years (Academic
Programs) + 30 Day Grace Period

« Compliance Tracking/Early Warnings
« Letters of Support

* Prioritize On-Line Coursework

« Maximum of 2 years (English Language
y (Eng Juas 3rd Party Contracts

Training)

+ Program Stay Extension via Application * Collaboration with Non-Resident
to USCIS Recruitment Team
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Recruitment

Building College Success (BCS) — Los Angeles Sparks
Community College Expo

« 8 Community Colleges

* 100 High School Students

« Engagement with students from target high schools
within our established recruitment service area,
including Venice High School, Hamilton High Schooal,
City Honors College Preparatory Academy, and others

» Great opportunity to build ongoing partnership with BCS

and the LA Sparks for future outreach and recruitment
events
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Presenter Notes
Presentation Notes
Here is a snapshot of the Fall semester marketing campaign, with the headline being “A Class for Every Dream”

On the left side of the slide, you see a sampling of the strong visuals for the campaign. These are images of our students and faculty in programs that showcase hands-on learning (Nursing and Cosmetology), captured from a multi-day photoshoot in May 2026. On the bottom left is an example of one of our 30 second radio ad spots that’s in rotation.

Campaigns launched on a staggered basis, starting July 6 and continuing through August 31. Note that with our outdoor advertising, we usually get added value with our advertising running a few weeks longer at no additional cost, which gives us the opportunity to continue promoting SMC in between enrollment windows.

The campaigns are running in a variety of channels, including digital advertising with social media and search ads, outdoor with subway and bus advertising, print with postcard mailings, and radio advertising across multiple stations (e.g. Power 106, KIIS – RM, KROQ).

To give you a sense of reach from past fall campaigns, with our google search ads we achieved over 1MM impressions; with outdoor advertising we achieved 45MM impressions; with radio ads we achieved over 7MM impressions. And our fall postcard mailer reached 72,000 households. So, we’re connecting with a large audience. 

Key messaging points rotate between the following:
Affordability, with our SMC Promise program and cost of $46/unit
Flexibility, mentioning classes available on campus or online
#1 in Transfer heritage for those interested in continuing on to earn a 4-year degree at a UC or other institution
Highlighting skills training to get ahead in a career or start a new one
Breadth of programs, including Bachelor’s Degrees. Where space permits, we call out both Interaction Design and Cloud Computing. 


(/" Campaign Goal
Move students from completed application to

enroliment by providing personalized support with

Fall. 2026 their next enrollment steps

Target Population

Enroument Call First-time college students admitted for Fall 2026
. N: 588 students with an education plan on file
Campaign

Call Focus

|[dentify and help resolve remaining barriers
preventing students from enrolling in Fall 2026
courses
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Fall 2026 Marketing: A Class For Every Dream

Campaign Dates:
July 6 — August 31

A Class for
Every Dream

On campus and online
Classes start August 31

A CLASS

UNA CLASE oS

suENG =P Advertising Channels:

FOR EVERY

e caran ?Remg h S * Digital
- - * Qutdoor
* Print
 Radio

Digital Ads

Key Messaging Points:

» Affordability

» Flexibility

 #1in Transfers and Career

» Breadth of programs,
including Bachelor’s
Degrees

Postcard Mailer Outdoor — Subway Wrap and Buses
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Key messaging points rotate between the following:
Affordability, with our SMC Promise program and cost of $46/unit
Flexibility, mentioning classes available on campus or online
#1 in Transfer heritage for those interested in continuing on to earn a 4-year degree at a UC or other institution
Highlighting skills training to get ahead in a career or start a new one
Breadth of programs, including Bachelor’s Degrees. Where space permits, we call out both Interaction Design and Cloud Computing. 


SANTA
Y @NI@N

®@}E

Strategic Enroliment Management (SEM) Plan
Resources and Updates
smc.edu/SEM
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